training at a relatively low cost. They have the potential to make it relatively easy and, perhaps more important, relatively unem-barrassing for people to learn ways to moderate their drinking. With regard to the overall prospects for educational programs dealing with alcohol-related problems, the panel concluded, ". . . [Tjhere is potential in these areas, but it does not lie where we have commonly looked. It is not exclusively in the schools or in mass media advertising. It may be in information and training programs sponsored by universities and health maintenance organizations focusing on the health risks of some drinking practices and teaching techniques for modifying personal drinking habits."
The Conflict Between Education and Other Media Messages
As we saw in the first part of this chapter, educational programs using mass media may have a formidable barrier to overcome. They must rely at least in part on the media to convey their messages. Yet these same media also transmit many messages that implicitly or explicitly glamorize drinking. As a result, says Lawrence Wallack, alcohol educational campaigns "exist in a generally hostile environment rich with messages supporting and encouraging the use and misuse of alcohol. The major contributor to this antieducation environment is clearly alcoholic beverage advertising. The massive amount of misleading information being disseminated through alcoholic beverage advertising acts as a barrier to the success of community-based programs and larger public information efforts. Television programming is also a great, though inadvertent, contributor to this vast reservoir of misinformation."
One measure of the relative strengths of advertising and alcohol education is the resources devoted to each. In a recent year the National Institute on Alcohol Abuse and Alcoholism spent $11.4 million to provide information on alcohol to the public. Even if each of the states spent $1 million on similar efforts, the combined resources for public alcohol education— about $60 million—would equal only half of the advertising